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Abstract. Honey consumption behaviour varies from one country to another, from one population to 
another. Although Romania and Hungary are in the top of the European honey producers, the domestic 
consumption is low. Starting in these circumstances, the study aims to conduct a comparative analysis 
of honey consumption behaviour in the two countries, and to identify the factors determining it. The 
research method used was the sociologic survey. Studies were conducted in 2008 and 2010 in Hungary 
and in 2007 and 2012 in Romania, as part of the authors’ doctoral and postdoctoral research. Thus, the 
assumptions made were as it follows: H1. Honey consumption behaviour is determined by certain 
socio-demographic characteristics; H2. There is a link between the adoption of a healthy lifestyle and 
the honey consumption. Following the conducted investigations, the conclusion may be that, for 
Romania, the two hypotheses can be fully accepted. This can be explained by the fact that Romanians 
were always open to the alternative medicine. In the case of Hungary, the first hypothesis is totally 
accepted and the second only partially. Hungarian consumers associate the honey consumption with its 
health benefits but in a lessened proportion. The originality of the study derives from its innovative 
character at a European level. 
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INTRODUCTION 
 
Current trends in food consumption with special emphasis on the growing 
importance of healthy nutrition draw the attention to honey again. One of the main reasons is 
that honey is the only food of animal origin that can be consumed without almost any 
processing. It is not the production volume, but the quality that makes Hungarian and 
Romanian honey important in the honey market of the world. Hungary’s share from the honey 
production of the world is only 1-2%; however, Hungary is considered to be one of the four 
major producers in the EU. The Hungarian acacia honey has excellent quality, and is used to 
improve the quality of mixed honey, which is a very popular export product. Hungary’s 
climatic conditions, its flora and the continuous acacia forests with their size – that are unique 
in Europe – give a very good basis for honey production. 
Romania is another major producer of honey in the European Union, the accession to 
the EU contributing to the increase of European Union’s honey self-supply to a considerable 
extent. In Romania, an annual average of 20.000 tons of honey is obtained in favourable 
weather conditions. The types of honey that have the largest share are polyfloral honey (50%), 
followed by acacia honey (35%) and linden honey (15%). The largest amount of honey 
produced in Romania is capitalized at export, in wholesale system. 
 Regarding honey consumption, it is low in both countries, as compared to the EU 
average (Tab 1). 
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Tab. 1 
Total and Per capita honey consumption in Romania, Hungary and European Union 
between 2003 and 2007 
 
 2003 2005 2007 Average 
annual % change 
in total 
consumption 
% 
Total 
(Tones) 
Per 
capita 
(kg) 
Total 
(Tones) 
Per 
capita 
(kg) 
Total 
(Tones) 
Per 
capita 
(kg) 
Romania 8 007 0.37 12 589 0.58 9 061 0.42 3.1 
Hungary 4 000 0.39 4 300 0.43 1 800 0.18 -18.1 
EU average 312 071 0.64 324 923 0.66 309 933 0.63 -0.2 
Source: CBI Market Information Database, 2010 
 
Studies comparing the consumption of honey in several populations of Argentina 
(Zamudio et al., 2010) can be found in literature, the researchers identifying several 
similarities between honey consumption behaviour, which is consumed both as food and as 
medicine by the studied populations. Comparisons between Anglo-Saxon and Asian 
consumers regarding the consumer behaviour of honey, were made in Australia (Batt, 2012), 
the results pointing out differences between the two ethnic groups: what is important for the 
Anglo-Saxon consumers is the country of origin of the honey, while for the Asian consumers 
the most important attributes are the brand, the colour and the therapeutic value of honey. 
Other studies draw a parallel between segments of honey consumers in Romania and in 
Ireland (Pocol, 2008). If for the Romanian consumer, the main attributes for which honey is 
appreciated are its medical value, quality of a natural product and sweet taste, for the Irish 
consumer the main attributes are the small-scale production, the price and the texture. 
 The present study aims to compare the honey consumption behaviour between 
Romania and Hungary, based on the research conducted in the two countries during 2007-
2012. The originality of the research lies in the fact that it identifies the factors that influence 
consumption of honey in the two countries, the study having an innovative character at the 
European level. 
 
MATERIALS AND METHODS 
 
Researches made in Hungary: 
The research focuses on the Northern Great Plain Region and the market position of 
special quality pure honey types as well as the situation of producers mainly from marketing 
point of view. General consumer behaviour regarding honey and consumer’s opinion on the 
quality of honey after the currently revealed quality problems through primary research within 
the research area was analysed. 
In the survey, consumer and purchasing habits have been examined. Consumers’ 
opinions on honey quality were evaluated separately by questionnaires. Based on the 
scientific methods make the results and conclusions publishable. The most important 
advantage of conducting a survey by questionnaires is that the collected data can be expressed 
as numerical values, data collection is structured and the high number of sample allows 
drawing conclusions for the whole population (Hajdú and Lakner, 1999). Applied statistical 
methods in the research were, as follows: frequency, distribution, calculation of mean values, 
deviation, relative deviation, cross-table analysis, Pearson’s chi-square test, Kruskall-wallis 
test, Ward’s method of cluster analysis and discriminant analysis. 
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Consumer surveys were carried out in 2008 and 2010 and were used in order to 
measure the consumer and purchasing habits. Consumer preferences towards honey quality 
were measured in 2010. The primary objective of the consumer survey was to investigate the 
main attributes of consumer behaviour towards honey; thus, increasing the already existing 
scientific knowledge on the topic. Further objective was to find the factors that influence and 
motivate consumers when they buy food products, especially honey. 
The focus of the two consumer surveys was different. Questionnaires in 2008 was 
focused on the general consumer and purchasing habits regarding honey. The research aim 
was to find out whether people consume honey, what comes to people’s mind about the word 
“honey”, how frequently people buy and consume honey; furthermore, what are the 
characteristics of honey that influence consumers and how people can be motivated to 
consume more honey. 
In the questionnaire 2010 was focused on consumers’ opinions regarding the quality 
of honey based on the recently revealed quality problems. The questionnaire included the 
following questions: what features of the product guarantee the quality of honey for 
consumers; what are the features of the product that influence consumer decision. Several 
questions concerned the importance of quality assurance. Furthermore, there were questions 
about consumer imaginations on honey (vitamin content, the “healthiest” type of honey). 
Consumers were asked to rank product features from 1 to 5 according to their importance. 
The researcher tried to find out what consumers expect from honey with these questions, as 
well. The possible answers included packaging, nutrient content, origin, and the role of honey 
in a healthy diet. Consumers were asked to form opinion about their own health status in 
order to analyse the connection between the health status and honey consumption. 
Methods and aspects of the surveys can be seen in Tab 2. 
 
Tab. 2 
Methods and aspects of the surveys made in Hungary 
 
Aspects Consumer survey 2008 Consumer survey 2010 
Method of data collection Questionnaires Questionnaires 
Objective of survey general survey on consumer and 
purchasing habits regarding honey 
clarification of consumer 
preferences and definitions 
regarding honey quality  
Date April 2008  June 2010 
Location Debrecen, Nyíregyháza, Szolnok: 
markets, TESCO, CORA, 
INTERSPAR 
Debrecen, Nyíregyháza, Szolnok: 
markets, TESCO, CORA, 
INTERSPAR 
Respondents customers at hypermarkets and 
markets 
customers at hypermarkets and 
markets 
Method of selection simple random sampling, non-
representative  
simple random sampling, non-
representative  
Number of questions 37 24 
Number of evaluated 
questionnaires 
821 386 
Means of evaluation Microsoft Excel 2007, SPSS 13.0. Microsoft Excel 2007, SPSS 13.0. 
Source: own research, 2008 and 2010 
Researches made in Romania: 
The research was focused on studying the perceptions and the honey consumption 
behaviour in Romania, in order to improve the marketing of bee products, to influence public 
policies with regard to this matter and to increase honey consumption. 
The objectives of the research were to investigate the way honey is bought and 
consumed: the reasons for which honey is appreciated, the consumption frequency, the 
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quantity consumed in a year, the place of purchase and the perceptions regarding the qualities 
of the honey. 
In order to achieve these objectives, the research method used was the survey. 
Statistically valid procedures were used for the sampling activities and for the data 
processing/analysis, because in this way, samples were better adapted to the objectives of the 
research conducted and the validity of data collected was high (Pocol and Mărghitaş, 2010). 
The collected data was subjected to primary and secondary analyses. Primary analysis 
involved a description of the data, using frequency and association tables for two variables. In 
interpreting the data, the values of association indicators as well as the values of 
"performance" indicators of the linear regression models were particularly important. In order 
to obtain an analysis as thorough as possible the χ2 test for association was applied. 
The studies regarding the behaviour of honey consumption in Romania were 
conducted during 2007 and 2012. The application of such studies aimed to investigate certain 
honey related consumer habits and preferences, in order to allow a detailed description of a 
consumption model. By comparing two sets of data, collected in 2007 and 2012, at national 
level and in the North West Region of Romania, the last one of them tried to capture the 
specificity of honey consumption at a regional level. 
The survey conducted in 2007 was based on investigating the honey consumption 
behaviour in Romania, at national level, the questionnaire referring to the qualities for which 
honey is appreciated, to the frequency and quantity consumed, these items being analysed in 
close relation with the socio-demographic characteristics of the respondents. 
In 2012, the survey aimed to investigate not only general issues but also in depth 
aspects as to the perception of the honey, the study assessing the way the trend towards a 
healthy lifestyle has had an impact on consumption. The questionnaire was focused not only 
on the frequency of consumption and the quantities consumed, but also on the recognizing of 
the different types of honey, its origin and its benefits regarding health.  
Methods and aspects of the surveys can be seen in Tab 3. 
 
Tab. 3 
Methods and aspects of the surveys made in Romania 
 
Aspects Consumer survey 2007 Consumer survey 2012 
Method of data collection Questionnaires questionnaires 
Objective of survey consumption habits (amounts and 
consumption frequency, consumer 
segments) and acquisition behaviour 
honey perceptions, types of honeys, 
benefits for health, knowing the origin 
of the products purchased 
Date July 2007 March April 2012 
Location Romania, National level, 166 
locations 
North West Region of Romania 
Respondents urban and rural population from 
Romania, aged 14 and over. 
urban and rural population from the 
North-West Region, aged 14 and over. 
Method of selection The sample was probabilistic, two-
stage, stratified according to the 
cultural area and the area of residence  
The sample was probabilistic, random, 
stratified according to the six counties 
of North-West Region, the size of the 
urban areas and the degree of the 
socio-economic development of rural 
areas. 
Number of questions 16 19 
Number of evaluated 
questionnaires 
2023 1449 
Means of evaluation Microsoft Excel 2007, SPSS 13.0. Microsoft Excel 2007, SPSS 13.0. 
Source: own research, 2007 and 2012 
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Two hypotheses were set up regarding consumer and purchasing habits and honey 
quality in Romania and Hungary: 
H1: The consumer and purchasing habits of honey are determined by the age, sex, 
income and qualification and well-defined consumer groups can be formed based on 
consumer and purchasing habits surveys of honey. 
H2: There is a relationship between healthy lifestyle and honey consumption. 
 
RESULTS AND DISCUSSIONS 
 
Analysing the factors influencing the consumer and purchasing habits of honey in 
Hungary: 
The factors influencing the consumer and purchasing habits of honey, as well as 
consumers’ opinion and attitudes on honey quality were analyzed in 2008 and 2010. On the 
basis of the analysis it was got a complex picture on the consumers and purchasing habits 
regarding honey. 
Based on the consumer survey in 2008 it was found that the majority (38%) of 
consumers eat honey only occasionally and not regularly. The ratio of people consuming 
honey more often, even on a daily basis was very low, only 16%. 
In 2008, 91% of people stated that they buy honey regularly. In 2010, 62.4%, of the 
respondents purchased honey occasionally, 26.9% of them on a monthly and only 4.4% on a 
weekly basis. In 2008, the frequency of purchasing honey was as follows: 25.3% of the 
respondents occasionally, 56.8% monthly, 9.3% weekly (Tab. 4). 
 
Tab. 4 
Purchasing frequency of honey based on data collected in 2008 and 2010 
 
Buying frequency of honey In the survey of 2008 
% 
In the survey of 2010 
% 
occasionally 25.3 62.4 
monthly 56.8 26.9 
weekly 9.3 4.4 
never 8.6 0.3 
other - 6.0 
Source: own research, 2008 and 2010 
 
With the help of multivariable statistical methods it was proved that the consumer 
and purchasing habits of honey are influenced by the demographic features of consumers (age, 
sex, place of residence, etc.). 
Four groups with different habits and preferences through cluster analysis were 
created. Product features that most influence customers were also analyzed. 
Cluster 1 was named “Cluster of aged committed customers”; most people in this 
group belong to the old generation, who are committed to their traditional bee-keeper and are 
usually unwilling to buy from another source. However, besides quality they find the price of 
the product also important. Healthy lifestyle is not very relevant for this group, but they can 
be motivated by emphasizing the role of honey in health preservation. Honey is probably 
traditionally included in their diet. 
The members of Cluster 2 are the “health-conscious consumers”, including mainly 
middle aged urban women, who prefer to buy honey from their usual producer/retailer, 
similarly to the former group. For them the quality of honey is guaranteed by the producer 
himself. Esthetical and nice packaging is a very important product feature for them. 
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The members of Cluster 3 are the “price-conscious consumers”, who also buy honey 
in the market but they are not committed to a certain producer like people in Cluster 1 and 2 
and they are rather price sensitive. They draw the inference on honey quality from the price; 
they could be motivated to buy more honey through discounts. 
The “quality-conscious consumers” belong to Cluster 4. They prefer to buy honey in 
hypermarkets or supermarkets and surprisingly they are not satisfied with the quality of honey 
originated directly from the beekeeper but they are satisfied with the quality of commercially 
available products. They claim that knowing the producer does not guarantee the quality of 
the product. They rather believe in quality labels. Important product features for this group are 
practical, reclosable and non-drip packaging. The opposite applies to the other three groups. 
The smallest deviation between the groups was found in the frequency of purchase (it 
is typical for all groups that honey consumption is occasional). Members of the “quality 
conscious” group belong to the younger generation; they like going out and entertainment is 
more important for them than traditional social values (family, health), they are relatively 
price-sensitive. 
Importance of the factors that influence the consumer and purchasing habits of honey 
were also analyzed. Importance of certain features of honey for consumers and how they 
influence their consumer decisions were also evaluated in the surveys. 
Tab. 5 
How do the following features of honey influence consumption (n=821) 
Features Mean Deviance Relative deviance 
Taste 4.54 0.93 20.57 
Quality 3.78 1.07 28.24 
Colour 3.42 1.34 39.42 
Producer 2.57 1.58 61.36 
Packaging 2.39 1.22 51.19 
Size of packaging 2.18 1.13 51.60 
Source: own research, 2008 
 
The values in Tab. 5 show that the most important product features were taste (4.54) 
and quality (3.78), followed by colour (3.42), the producer (2.57), packaging (2.39) and size 
of packaging (2.18). 
The colour and taste of honey is considered as very important product features in 
each consumer group. It might be resulted from the misconception that based on these 
features even an average consumer can decide the type and origin of honey. Certainly, this is 
not the case; these features of honey can only be determined in laboratory circumstances. 
However, it was found differences in the importance of quality between the age groups 
(p=0.012) and sex (p=0.035). Typically, most people in the 26-35 age group considered 
quality as moderately important, most people in the 18-25 and 46-60 age groups found quality 
important, while most people in the 36-45 age group considered quality as of high importance. 
Furthermore, more women than men considered quality very important. The importance of 
packaging quality is increasing with the age. This factor was also more significant for women 
than for men (p=0.035). It turned out significant difference in the importance of the size of 
packaging. It was found that this factor was most important for the older generation (p=0.007), 
people living in the countryside (p=0.008) and people with elementary school degree (0.042). 
The product feature “knowing the producer” was ranked only 4th in the list. 
It can be stated that especially women (p=0.000) and the older generation (p=0.000) 
considered it very important to know the producer. 
It is often mentioned that honey is a credence product, personal contact is a key 
factor when purchasing honey; it is important for the consumers to know the producer. The 
249
research revealed that this factor is actually less important for most consumers (36%). This 
fact is supported by another question in the questionnaire, when people were asked about the 
most important factors during honey purchase; the producer (6%) and the origin of the 
product (4%) was ranked only 5th and 6th, respectively. 
Components of honey quality and the consumer opinions on these factors were 
determined. According to consumers, honey quality is primarily determined by taste, colour 
and consistence (physical features); 65.8% of the respondents considered these factors as 
most important. These are followed by long storage life (43.5%), which can be explained by 
the misconception that crystallization is a sign of deterioration. Further important factors were 
the producer (37%) and the different trade marks on the product (36.5%). 
It was found that the ratio of people purchasing honey on a monthly basis was the 
highest among consumers with very bad health conditions (67%). In the other categories, in 
all cases the highest ratio can be found at the “occasional category” regarding the frequency 
of purchase. 
 
Analysing the factors influencing the consumer and purchasing habits of honey in 
Romania: 
Based on the studies conducted in 2007 and 2012 it has been outlined a clear picture 
regarding honey consumption behaviour and the determinant factors influencing this 
behaviour. Concerning the frequency of honey consumption, the 2007 survey revealed that 
23% of the respondents consume honey frequently (daily or 3-4 times per week), 30% 
consume it moderately (between 1 and 4 times a month), 22% use the product rarely (every 5-
6 months or once per year), while 22% never eat honey (Tab. 6). 
In regard to 2007, in 2012, one can notice an increase of those who consume honey 
frequently (from 23% to 32%) and also an increase of those who consume honey occasionally 
(from 22% to 31%). A good thing is represented by the decrease of those who never eat honey, 
from 22%, at national level, to only 2% in the North West Region. 
Tab. 6 
Purchasing frequency of honey based on data collected in 2007 and 2012 
 
Buying frequency of honey In the survey of 2007 
% 
In the survey of 2012 
% 
occasionally 22 31 
monthly 30 26 
weekly 23 32 
never 22 2 
No answer 3 9 
Source: own research, 2007 and 2012 
 
The segmentation of honey consumers in Romania was based on data collected in 
2007, by using two items: the frequency of consumption and the quantity consumed. These 
items were correlated with the socio-demographic characteristics of the respondents: sex, age, 
education, income, cultural area and type of locality. 
Cluster 1 is characterized by the following aspects: consumers are generally mature 
women, aged between 31 and 50 years, with a post-secondary and higher education and 
upper-middle incomes, from small and medium towns. They appreciate honey for its high 
nutritional value and for its medical benefits. They buy honey from shops specialized in 
naturist or beekeeping products, which are preferred to the detriment of the open market or 
roadside stalls. 
Cluster 2 is balanced between the sexes (47% men and 53% women), the consumers 
being young (18-30 years), and with an average education (the last school graduated being the 
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high school). In terms of income, type of residence and location of purchase, there are no 
dominant features of this segment. The cultural area distinguishes this segment from the 
others, the majority of consumers being from Transylvania. The quality of natural food is the 
main attribute for which honey is appreciated by this segment of consumers. 
Cluster 3 is represented by the elderly people (over 70 years), with elementary and 
vocational education, with low incomes, from medium and underdeveloped localities. They 
appreciate the sweet taste of honey and the fact that it is a sugar substitute. They buy the 
product from the open market. 
The 4th cluster is represented by the non-consumers. These ones are over 50 years, do 
not like or do not know anything about honey and they have a basic education. The 
educational level, as determinant of a healthy lifestyle, has an impact on individuals’ eating 
behaviour, the consumers who don’t eat honey being less educated people. 
The study conducted in 2007 highlights the fact that for the Romanian consumers, 
the main qualities for which honey is bought and consumed are naturalness and its curative 
properties. The study conducted in 2012 reinforces this conclusion, 88% of the respondents 
believing that honey is good for health, due to its content in vitamins and minerals. The most 
popular types of honey are the acacia honey, the polyfloral honey and the linden honey. The 
origin of honey is an important feature for the consumers, 83% of them buying honey from a 
local producer. The confidence in local producers is much higher compared to the producers 
from abroad. 
 
CONCLUSION 
 
From the comparative analysis of studies conducted in Hungary and Romania, it 
results that, in Hungary, the percent of those who consume honey weekly is significantly 
lower than in Romania. If in the case of Hungary, one can notice a decrease from 9.3% in 
2008 to 4.4% in 2010, in Romania we deal with an increase from 23% in 2007 to 32% in 
2012. There is also a significant increase of those who consume honey occasionally, in 
Hungary (from 25.3% in 2008 to 62.4% in 2010). In Romania, the increase of this category is 
much lower (from 22% to 31%). It should be noted that the percent of non-consumers 
decreased in both countries during the period studied. 
Hypothesis H1 stating that honey consumption patterns are influenced by socio-
demographic characteristics is accepted for certain segments of consumers. In Romania, age 
and education are determinant key factors of honey consumption. Thus, a high educational 
level may indirectly influence the amount of honey consumed, especially due to the 
information level and to a higher income to which it is associated. Beyond the socio-
demographic determinants, honey consumption in Romania is determined by the way honey 
is perceived, by the place it holds in the life and the alimentation of the consumers. 
Hypothesis H2 can also be accepted, because 88% of the consumers associate honey with its 
health benefits. 
In Hungary, as regards hypothesis H1, statistical analysis of the sample revealed that 
consumer behaviour on honey relates to the examined demographic parameters in some cases, 
while in other cases it doesn’t. However, on the basis of the results, it can be stated that the 
hypothesis can be accepted, while there was a demographic coefficient in each of the 
important questions where significant difference between the groups could be set up.  
Hypothesis H2 can be partly accepted, as only 20% of honey consumers associate the 
word “honey” with health, health benefits and illness. 
This paper does not provide an exhaustive picture of honey consumption in Romania 
and Hungary, being an incipient work regarding the knowledge of this subject. In the future, 
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by using a common methodology applied in the same period in both countries, the results of 
the present research will be completed with high epistemic validity items. 
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